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Barbara I. Rausch, CPA
Marysville, Ohio
Advertising is the great guessing game in 
which even the so-called experts can do 
very little more than compile statistics — 
and hope and pray.
Everybody has heard about the big flops 
and the big successes. Advertising 
budgets run from a few hundred dollars to 
many millions, and the smaller the budget 
the more crucial the decisions as to how 
and where the dollars are going to be 
spent.
What is Too Much — 
And What Too Little
For the small business operation, advertis­
ing can be the most vexing problem. Too 
much may eliminate profits, not enough 
will leave the owner wondering forever 
what sales might have been in return for a 
few extra dollars. Then there is the selec­
tion of the advertising media. Price — 
return ratios are impossible to predict, 
especially over the short haul, yet the only 
thing that the small business manager is 
interested in is what the results will be — 
preferably before the end of the current 
year.
The Peripheral Benefit
In some instances small businesses are the 
beneficiaries of the advertising campaigns 
of their suppliers, such as the grocer who 
carries a large number of items that are 
extensively advertised on national televi­
sion — laundry products, cosmetics, 
cigarettes, beer, canned goods, dairy prod­
ucts, etc. Or the gasoline station that 
carries additives, various motor oils, small 
parts, etc.
Co-Operative Advertising
Other small businesses participate in co­
operative advertising efforts, such as the 
fast food franchises, certain grocery 
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chains, franchised service stations, au­
tomobile dealerships and so forth.
Of course, this type of advertising help 
is not free — it is generally assessed in 
relation to the sales volume. That makes it 
somewhat fair, since presumably the 
higher sales volume can be, at least in part, 
attributed to the advertising efforts of the 
franchisor — in addition to such other 
factors as selection of location, the per­
sonal efforts of the operator and "a little bit 
of dirty luck”.
Some small business operations need 
not make any big decisions, because the 
ethics of their profession set strict limits as 
to the type of advertising that may be 
done. Even though, of late there has been 
quite a bit of "general” advertising on 
behalf of the legal and the accounting 
professions by their professional societies 
on radio and television.
The Individual Program
That leaves a large group of small busi­
nesses that are entirely on their own in 
their advertising efforts. What is a happy 
medium when it comes to the amount to 
be spent for advertising? The person who 
could answer that question with any de­
gree of certainty could make a fortune in 
the advertising market! The type of busi­
ness has a great deal to do with media 
selection and budget determinations.
Television
To start with what is undoubtedly the 
most expensive medium, it can probably 
be said that participation of small business 
in this type advertising is pretty much 
limited to co-operative efforts or 
"maker”-backed spots, particularly in the 
automobile industry.
Radio
Radio spots are considerably less expen­
sive than television and many small busi­
ness operators feel that radio advertising 
reaches a captive audience, such as people 
driving to work or families on the way to 
the shopping center. Naturally, there is a 
great deal of distraction — the driver must 
concentrate on traffic and the passengers 
may be engaged in conversation. Yet the 
repetitive nature of radio spots seems to 
find its way into the subconscious and has 
been credited with considerable success in 
increasing sales volume.
Billboards
Although cigarettes seem to dominate this 
medium (having been banned from so 
many others), many small business man­
agers use billboard advertising to good 
advantage. Usually a site along a major 
road close to the entrance of a town is 
selected to call the driver's attention to 
"Joe's Gas Station”, "Jane's Restaurant 
and Carry-Out" or "Jean's Insurance 
Agency". Exposure and repetition is the 
name of the game, and there can be no 
question that — approaching a town after 
many miles of monotonous freeway driv­
ing — people do read billboards.
Newspapers
This medium seems to be a very popular 
one with small businesses, especially the 
local papers, ranging from the high- 
circulation big city dailies to the neighbor­
hood papers which are published weekly. 
While the metropolitan dailies can boast 
the big readership, the weekly neighbor­
hood papers can lay claim to attentive 
readers. Other deciding factors in the 
selection of the particular newspaper to be 
used may be political persuasion, sex and 
age distribution of the readership and 
geographical concentration.
Newspapers certainly offer a very wide 
range of advertising opportunities from 
the very inexpensive classified ad to clip- 
out coupons to full-page display ads.
The Yellow Pages
"Let your fingers do the walking" is the 
slogan of the Yellow Pages, and if their 
advertisers become as well known as the 
medium itself this has to be one terrific 
way to advertise. There can be no doubt, 
however, that the Yellow. Pages are used 
extensively by the buying public — 
whether it is a plumbing emergency in the 
middle of the night, the selection of a Pizza 
carry-out that will deliver, the supplier of 
an unusual item or finding an attorney, 
accountant, dentist or doctor. To many 
professionals, this is, in fact, the only 
permissible individual advertising.
Special Events
In the way of local exposure, the programs 
printed in connection with special events, 
such as sports competitions, theatre and 
other cultural events, State and County 
fairs, etc., should not be overlooked. 
Some of these books are made up as a 
"Souvenir" program and are referred to 
many times after the event has passed. 
Also, there always will be breaks and 
intermissions (and sometimes dull spots 
in the show or exhibition) during which 
people leaf through the program and at 
least glance at the ads.
The fact that the promoters of these 
events solicit advertising quite aggres­
sively may have created questions in the 
minds of many people as to whether they 
are really advertising or just footing the 
bill for the printing of the programs. But 
the fact remains that many people do read 
the ads.
Direct Mail
It has been said many times, and with a 
good deal of justification, that a small 
business operation's best source of new 
business is its established clientele. Many 
small business managers feel that regular 
mailings to the customer list are advertis­
ing dollars well spent. This appears to be 
true even for those businesses that have a 
relatively long repeat cycle, such as furni­
ture and major appliance stores. After all, 
they have smaller accessory items and 
"compagnion" appliances.
Aside from using the customer list, 
mass mailing advertising may be directed 
to selected sections of a city or other 
geographical area in the vicinity of the 
business. Such a mailing could take the 
form of a printed letter or a newspaper­
style flyer. Postage rate increases in the 
recent past may be reason for second 
thoughts on the cost — result ratio of this 
type of advertising; but from the looks of 
most consumers' mail boxes, it is far from 
being abandoned.
Give-Aways
All manufacturers of advertising special­
ties claim outstanding appeal and effec­
tiveness for their particular line of give­
aways. High on the list are match books, 
of which it is said that the message on the 
cover is read several times before the 
usefulness of the matchbook is gone. Pens 
and pencils also enjoy great popularity, as 
do rain bonnets, mirrors, fingernail files, 
rulers, calendars, paper weights, fly swat­
ters, litter bags plus an infinite number of 
small items that are assumed to be useful 
and appreciated by the recipient.
Packaging
Certainly not to be omitted from this 
review of advertising possibilities is the 
continuous exposure provided by good 
packaging. One of the most aggravating 
things that can happen to anybody is to 
have the bag or container fall apart be­
tween the time one leaves the store and 
reaches the car across the parking lot. On 
the other hand, a reusable wrapper, bag or 
carrying container is often appreciated 
and long remembered.
Attractive wrapping not only impresses 
the customer but also a number of other 
people who observe the purchaser during 
the trip from the store to the car and again 
from the car to the door of the home or 
apartment. A display ad or an emblem 
that is readily associated with the seller is 
seen from the time the purchaser leaves 
the premises of the business to — conceiv­
ably — the time it may end up sitting on 
the curb awaiting the garbage pick-up.
Obviously, the choice of media is lim­
ited only by the budget. Naturally, the 
amount set aside for advertising would 
depend on how established the business 
is, whether times are good or bad and how 
well the salesperson of the advertising 
agency presents the need for and the 
benefits of the proposed advertising pro­
gram. However, under normal circum­
stances, a small business would probably 
not want to commit more than 5% of gross 
sales to the total advertising effort. De­
pending on the profit margin of the par­
ticular type of enterprise, this may be too 
much or it may not be enough. Nothing 
will ever take the place of the astute 
judgment of the experienced manager or 
owner in making decisions on the adver­
tising budget.
Accounting for Leases (Continued from pg. 5, 
the expanded disclosures required in the 
proposed Statement should be helpful to 
users to assess the significance of lease 
transactions in relation to the financial 
condition and operations of a company. 
The information disclosed should enable 
the user of the financial statements to 
predict, compare and evaluate companies 
within an industry, and to make informed 
economic decisions.
Although the leveraged lease section of 
the proposed Statement is controversial, 
the foresight of the FASB in establishing 
standards for an emerging type of leasing 
problem is commendable.
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